Abstract-This study was focused to factors of social influence, ubiquitous financial service, perceived trust, relative advantage, Perceived Risk, personal Innovativeness, and Perceived Cost with respect to mobile banking adoption in Pakistan. Technology adoption model (TAM) model is used along with some other determinants. Data collected from 446 respondents from a structured questionnaire from Lahore, Islamabad and Karachi. Snowball sampling technique is use because population was unknown. Only ubiquitous financial service was not significant variable other variables found significant. Paper having implication for mobile banking service providers and consumer too.
Introduction
Automation and growing future simplification are the outcomes of technological development. So, this study primary objective is to investigate the factors which construct the behavioral intention to adopt the mobile banking services.
Moreover, these questions could be considered.
• What are the factors which influence adoption of mobile banking services in Pakistan?
• Is the customers of baking could be influenced by the peers of them for the adoption of mobile banking?
• Is customers of banking services are aware of mobile banking services?
• What are the perception of mobile banking services users with respect to trust upon service?
Center base of this study is the three cities of Pakistan Lahore, Karachi and Islamabad.
Literature Review
The proposed research study is to investigate the 
Methodology
This Study is Cross Sectional Study and using the sample size of 446 respondents. to -3. So, it can be seen that rule of thumb is fulfilled and data is normal here. So data is good to run the test.
Results
Following 
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Conclusion
In Pakistan, Social influence is one of the key factors effecting mobile banking because social system is strengthening this factor with respect to mobile adoption so effect is significant. Ubiquitous 
